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Overview. The snack food market took off in Poland in the early 1990's coinciding with Poland's
rapid economic growth, and their popularity has been increasing every year. Potato chips are il the
most popular snack food followed by peanuts, popcorn and pretzels. More than one-third of Poles
consume snack food on aregular basis. Snack food consumption is particularly strong with 16-25 year
olds which represent 30 percent of the Poland’ s population.

Risein Income = Changesin Spending. Therisein snack food consumption corresponds with the
trangtion of the Polish economy and the subsequent rise in persond income and consumer spending.
Since 1991, the labor market has improved considerably with the larger Polish cities like Warsaw,
Gdansk, Krakow and Poznan enjoying relatively low unemployment rates. GDP per capitaincreased
from $3,700 in 1997 to $4,080 in 1998. GDP growth in 1999 is estimated at 4.1 percent. The
sructure of household spending has changed over the years with a decrease in food expenditures.
Food dtill accounts for 37 percent of total expenses, ill the largest share of household spending.

Teenagers and students represent an especidly dynamic part of growing snack food market. 1n the
early 1990s, children began receiving higher dlowances while the growth in the job market for young
people has dso added to their earning and spending abilities. The increased purchasing power of this
consumer group has strongly influenced food marketing trends in Poland.

Some seasonality. Thereis some seasondity within the snack food market in Poland. Sdes
generdly increase in February-March and decline after mid-August. Snack food saes bottom out a
the beginning of the school year in September and around the Christmas and Easter holidays when
more traditiona foods are preferred.

Retail Outlets. Snacksare sold in avariety of retall outlets - large hypermarkets/supermarkets, small
neighborhood stores, news-papers kiosks, 24-hour gas stations/convenience stores, mobile food carts,
bars and pubs. Generdly, only 20 percent of snack foods are sold in restaurants and pubs, while the
remaining 80 percent are sold in supermarkets (3,000), small retail food stores (147,000), gas
gtations (7,200) and liquor stores (2,700). Increased car ownership is making gas station/convenience
gtores particularly important outlet for snack foods.

Recreational Outlets. Other outlets have begun to emerge in Poland. For example, two western-
style multiplex movie theaters recently opened in Warsaw. Popcorn, candy, chips and other snacks are
reedily available and increasingly in demand. Snacks are dso sold at sporting events and concerts.

Pricing and advertising. Pricingis still amgor factor in consumer preferences. However, brand
loydty isdowly emerging. One U.S. imported brand of potato chip has effectively used advertisng
and promotiona eventsto digtinguish itsalf from its competition despiteits higher cost. In addition, it
changed to asmaller consumer package in order to adapt to the Polish market. Radio, televison, print
media and billboards are increasingly becoming part of the marketing landscape in Poland. 1n 1998,
snack foods were ranked ninth among the ten most advertised products in Poland, just after the
insurance companies and before TV and radio stations. Polish consumers seem to particularly respond
to advertising which, in the case of savory snacks, implies the Western lifestyle and snacking habits.
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Size of the market. Itissomewhat
difficult to estimate the Size of the 1998 Snack food sales in Polano“
Polish market. The Polish market for
chipsaoneisvaued a around $340
million ayear with a 15 percent annud

(37.2%) chips

increase expected over the next (12.2%) dried fruit
decade. Sdles of peanuts, dried fruits
and popcorn are estimated at (14.9%) nuts (11.2%) popcorn

approximately $200 million ayear, but
the increase in sales of these products
is not expected to be asrapid as with

potato chips.

(24.5%) crackers & pretzels

Tastes. Peprikaflavored potato chips are the most popular, accounting for 39 percent of sdesin
1996 followed by bacon-flavored chips with 27 percent share. Sour cream and cheese, sour cream
and onion, roast chicken, sour cream and dill, cheese and bacon are among the other popular flavors.
Snacks are often connected with beer consumption which has increased from 37 liters per capitain
1992 to 58 litersin 1999. The popularity of dried fruit (mainly prunes, goricots and raisins) is ill
relatively high. Pumpkin and sunflower seeds are dso popular snacks.

Changes within the market. Despite the trend of increasing consumption of snack foodsin generd,
popularity of some sectors of the snack food market has declined as the market has developed. The
popularity of plain potato chips decreased over four years from a 33 percent market share in 1992 to
23 percent in 1996. At the same time there was an increase in volume salesin every category of potato
chips. These changes are the natura result of producer adaptation to consumer tastes. In some
ingances, sharp increase in saes have resulted from manufacturers successful attempts to introduce
non-traditiond flavors to the consumer. Corn chips are not particularly popular in Poland & the
moment. However, at least one American company has successtully introduced imported corn chips
on the market.

Polish Snack food Imports

15

With the exception of 1998, snack
imports increased every year since 1994.

Germany and Hungary are the largest o o B prunes
exporters of snacks to Poland. 2 s * Edried fruit
Domestic potato chip production has i nuts
limited potato chip imports. EF 5T Craisins

1995 1996 1997 1998
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Current tariff for snack foods:

Current tariff for snack foods:
CN Code United States
and
Product Other Countries | European Union
0804,0806.20 Dried dates, figs, rasins 9 2.1
0813.10/20/30/50 |Dried gpricots, prunes, apples, mixed 25 25
fruit with nuts
0813.40 Other dried fruit: peaches, pears, papaya 25 15
1104.23 Popcorn 16 +max.0.24 | 16+ max.0.24
EUR/kg EUR/kg
1905.90.55 Bakery products pressed or expanded, 25 20
Spiced or sated
(PRETZEL SCRACKERS)
1905.90.90 Other bakery products 35 28
2005.20.20 Other vegetables, processed or 32+0.09 EUR/kg | 32+0.09 EUR/kg
preserved: potatoes (thin dicesfried or
roasted, salted or spiced, in hermetic
packaging ready for consumption)
2008.19.13 Almonds and pistachio, roasted, in 32 32
packages larger than 1 kg. +max.0.09 +max.0.09
EUR/kg EUR/kg
+ DCC* + DCC*
2008.19.93 Almonds and pistachio, roasted, in 32 32
packages smaller than 1 kg. +max.0.09 +max.0.09
EUR/kg EUR/kg
+ DCC* + DCC*

* DCC - 0.0049 EUR per each 10 grams or each 1 percent of sugar in 1 kg of product.
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Useful addr esses:

Carletti Polska Sp.z o.0.

05-800 Pruszkow, ul. Gordziakowskiego 12
ph.# (48-22) 758 2290, fax # (48-22) 758 7066
Contact: Mr. Roman Molasy, Trade Director

Procter & Gamble Operations Polska SA

ul.Zabraniecka 20

PL-03-872 Warszawa

ph. (48-22) 6785544, 6708164; fax: (48-22) 6785544, 3912 1019
Generd Manager: Mr. Jacek Dzierwa (en)

M cL ane Poland

ul. Marsa 56

Warsaw

Contact: Mr. Thomas Bayless, Presdent; Mr. Dariusz Cybulski, Trade Director
ph.: 4822-6115111, fax: 4822-6115121

Goplana SA

ul.sw.Wawrzynca 11

PL-60-957 Poznan

Contact: Mr. Janusz Rutkowski

ph.: (48-61) 8470481, 8472441, 8472461, fax: (48-61) 8472629

Cukiernicza Spoldzieinia Pracy “Magnolia”

ul.Transportowa 3

PL-68-300 Lubsko

Contact: Mr. Przemydaw Gdyra

ph.: (48-68) 3721722, 3721733, 3721771, fax: (48-68) 3721708

Shah-Bob Sp. zo.o.

ul.Kepinska 2

PL-51-132 Wroclaw

Contact: Mr. Jerzy Szachniewicz

ph.: (48-71) 3253432, 3252631, 3252632, fax: (48-71) 3253432, 3252631, 3252632

Bartoszycka Spoldzielnia Spozywcow Spolem
ul.Nad Lyna 13a

PL-11-200 Bartoszyce

Contact: Mr. Zenon Jaszewski

ph.: (48-89) 7622924, 7622606, fax: (48-89) 7622606
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Dahli Sp. zo.o.

ul.Transportowcow 15

PL-32-500 Chrzanow

Contact: Mr. Macigj |dzkowski

ph.: (48-35) 33027, 34268, fax: (48-35) 34268

Dan-Cake Sp. z o.0.

ul.Krakowiakow 103

PL-02-255 Warszawa

Contact: Mr. Jan Oleksy

ph.: (48-22) 8461720, 8462487, fax: (48-22) 8461720, 6682587,
E-mail: dancake@ikp.atm.com.pl

Master Foods Polska

Kozuszki Parce

PL-96-500 Sochaczew

Contact: Mr. Ken Procter

ph.: (48-22) 6955000, fax: (48) 3912 4384, 3912 4380

Chio Lilly Snack Foods Sp. z o.0.

ul.Domaniewska 41

PL-02-672 Warszawa

Contact: Mr. Pawel Kosmaa

ph.: (48-22) 6400424, 6060424, fax: (48-22) 6060430, 6060431

Fanex-Zeran $p. z 0.0.

ul.Odlewnicza 2

PL-03-231 Warszawa

Contact: Mr. Jerzy Kinsner

ph.: (48-22) 8111469, 8113036, 6769653, 6769652, fax: (48-22) 8111129

AUGUSTO $p. zo.o.

ul.Grzybowa 5

PL-62-800 Kalisz

Contact: Mr. August Ryszard Tomaszek

ph.: (48-62) 7652890, 7652895, fax: (48-62) 7652900, 7652905
E-mail: boro@augusto.com.pl, Internet: http://mww.augusto.com.pl

Stollwer ck-Polska Sp. z 0.0.

ul.Poznanska 50

PL-62-080 Tarnowo Podgorne

Contact: Mr. Tomasz Otomanski, Mr. Ryszard Skrzypczak

ph.: (48-61) 8166500, fax: (48-61) 8147075, E-mail: stollwer@sylaba.poznan.pl
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Internet: http://www.a pengold.com.pl
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